Abstract -The emergence of social commerce made a paradigm shift in the business-consumer relationship realm. In fact, more power has shifted from the seller to the buyer and predominately fueled to strengthen e-commerce acceptance. Thus, understanding consumer behavior in the context of social commerce adoption has become inevitable for organizations that aim to convince consumers by particularly exploiting the advantage of social relationships and support. Moreover, such social ties will be able to facilitate trust as the most promising benefit while alleviating the perceived risk, which were the major concerns with online commerce over the years. This paper presents a framework to comprehend the impact of social commerce on the consumer decision making process stages; need recognition, information search, alternative evaluation, purchase decision and post purchase behavior with special reference to the social support perspective. In this context, pertaining literature in the field of social commerce; (1) lacks adequate explanatory model or (2) lacks substantial theoretical foundation or (3) consist practically complex models with inadequate empirical evidence. The research model employs the Social Commerce Constructs (SCC): recommendations and referrals, forums and communities, and ratings and reviews to examine the respective influence towards the consumer decision making process stages. Therefore, this paper intends to comprehend the impact of social commerce towards an integrative model incorporating all the consumer decision steps anticipating new knowledge. Further, this conceptual model is suggested to be empirically tested to validate the practical implications.
Introduction
It is evident that the Web 2.0, predominantly including social media sites has a major impact on our online behavior. In fact, from a commercial point of view, it has extended its impact on offline and online purchasing decisions of consumers (e.g., Wang & Yu, 2015 . Hence, as a result social commerce and allied social media marketing has emerged and has trended. Subsequently, social media led to strengthening e-commerce adoption by building the trust and minimizing the perceived risk, which were strongly driven by the online community social support. Social Commerce uses Web 2.0 social technologies and infrastructure to facilitate interactions and user contributions in an online context to support consumers' acquisition of products and services . Importantly, social media environments facilitate consumers not only to buy the products and services, but also to co-create content that adds value to both the consumer and seller (Do-Hyung et al., 2007) . Hence, consumers are becoming active content creators in the Internet in contrast to the preceding traditional passive behavior (Hajli M., 2012) . Social Media is no longer a niche media as people have widely adopted social media and are using them to a greater extent. Hence, the applicability of social commerce may not be fragmented to any demographic and geographical profile. In fact, social commerce can be accepted as a global phenomenon. Consequently, organizations and marketers should not be skeptical on harnessing the benefits of social commerce.
Thus, social commerce is no longer a new phenomenon and it is considered to be the salient driving force of the business in near future. Besides, consumer decisions will significantly rely on and are inevitably prone to social commerce, which is strongly backed by the online social support. Nevertheless, there is a dearth in research conducted to investigate the impact of Social Commerce Constructs (SCC) facilitated Online Social Networks (OSN) on consumer decision making process stages; need recognition, information search, alternative evaluation, purchase decision and post purchase behavior. This paper presents a framework to comprehend the impact of social commerce on the consumer decision making process stages with special reference to the social support perspective as pertaining literature in the field of social commerce: (1) lacks an adequate explanatory model (e.g., Wang & Yu, 2015) Yadav et al., 2013) . The proposed research model employs the SCCs: recommendations and referrals, forums and communities, and ratings and reviews to examine the respective influence towards the consumer decision making process stages. Zhang and Benyoucef (2016) affirmed that there exists a theoretical and an empirical gap in investigating the above mentioned phenomenon as available literature mostly attempted to assess the impact of social commerce on individual stages or few stages at a time instead of comprehending the holistic consumer decision making process stages. Furthermore, intended empirical outcomes of this study will enable organizations to devise appropriate social commerce strategies for their brands that will reap the benefits at each stage in the decision making process. Consequently, in near future, social commerce could be optimized as an extended e-commerce model.
The remainder of the paper is organized as follows. Second section discusses theoretical foundations on social commerce, online social support and consumer decision making process stages to build research propositions of the model; followed by the resulting conceptual model in the third section. Finally, fourth section discusses intended implications and concludes the paper.
II. Theoretical Foundations and Propositions

A. Social Commerce
Generally, OSNs (which are commonly grouped under the umbrella term "Social Media" or "Web 2.0") are web-based services that allow a person to create a profile in a given system and enable to build connections with other users in the same system, allowing to view and navigate among themselves (Boyd & Ellison, 2007; Kaplan & Haenlein, 2010) . Importantly, such OSNs allow communities of people to gather online, share information, knowledge, and opinions (Kaplan & Haenlein, 2010 (Ridings & Gefen, 2004) . Similarly, the user's experience in the online context is fairly different to the offline environment as social influence has got broadened with the use of the social media in contrast to the past where social influence was limited to a small social circle. Theoretically, social support is how an individual's experience about being cared for, being responded to and being helped by people as a member of a social group (Cobb, 1976; Ali, 2011) . Literature affirms that the presence of the social support both in offline and online contexts has a significant impact on the consumer behavior. Li (2008) asserted that user behavior is affected not only by their own motivations but also by motivations of other users in the consumer's OSN. Therefore, theories related to social interaction and social support will be relevant in understanding consumer behavior in social commerce research ).
Social Commerce is accepted as a subset of ecommerce that combines commercial and social activities (i.e. social interactions and user generated content) via a Web 2.0 environment . Social technologies allow users to have social relationships with family, friends, peers, members of the other communities and evendors. In fact, OSNs allow users to access and observe decisions as well as opinions related to products and services of not only close friends, family, and colleagues, but also other people around the world ( , which is also known as User Generated Content (UGC) in social commerce. SCCs in OSNs allow users to witness the perceptions and reactions of the community members towards products and services by the means of UGC. Nature of SCCs may be either in the form of favorable or unfavorable for a product or service based on consumers experience and the level of satisfaction. Consequently, SCCs provide content that might attract and retain consumers or disrupt and switch consumers of products or services. Ratings allow consumers to vote on products and services. Indeed, ratings tend to attract more interaction as less effort is needed from consumer. Reviews allow consumers to give feedback about products and services. However, reviews are longer and consumers can describe their experience. Recommendations and Referrals are personalized product or service endorsements that originate from the recipient's social graph. However, ratings and reviews are visible to everyone who wishes to see them. Forums and Communities allow consumers to join in group discussions and share information in a dedicated community group or a forum within the OSN. Importantly, availability and the features of these SCCs are platform (i.e. online social network platform) specific.
Importantly, the social support facilitated in social commerce led to enhance the trust and minimize the perceived risk, eventually increasing the buying intention of the consumer (Hajli N., 2015; Han & Windsor, 2011) . In fact, trust is the most challenging concern of e-commerce for consumers, which can be addressed by social commerce. Consumers search for product, service and Senecal and Nantel (2004) asserted that consumers are strongly influenced by the online recommendations for their online product choices. Hence, consumers could rely on such online recommendations especially when they cannot experience the products or services in online context. In addition, consumers' purchasing intention increases along with the quality of the reviews and the number of the online reviews (DoHyung et al., 2007). In fact, third party reviews have a significant impact on consumer purchasing decisions (Yubo & Jinhong, 2005) . Further, an increase in the total number of ratings on a product or service will have a positive influence towards the consumer purchasing decisions (Cheung et al., 2014) . They also stressed that prior purchase information provided by other consumers on an ONS can provide a reference basis to subsequent purchasing decisions of same consumer as well as later potential consumers' decisions.
C. Social Commerce and Consumer Decision Making
The concept of consumer behavior attempts to understand the consumer decision making process, which has multiple stages, including the predominant act of buying products and services. Depending on the different factors and findings, numerous researchers and academics have developed and revised consumer decision making process models over the past years. There were slightly different consensus about the stages involved in consumer decision making process model among the scholars (e.g., Nicosia, 1966 
 Social Commerce and Information Search
An individual who is interested in a product or service is likely to search for more information.
Consumers can obtain information from several sources including personal sources, commercial sources, public sources, experiential sources etc. Among these, personal sources have a major influence over consumer behavior as such sources are perceived to be more reliable (Kotler & Armstrong, 2016 
 Social Commerce and Purchase Decision
Consumers' purchase decision is to buy the most preferred product or service subsequent to forming the buying intention. The preference and even purchase intention does not always result in an actual purchase decision (Kotler & Armstrong, 2016) . However, intention to purchase is a psychological factor that can strongly lead to actual purchasing behavior (Wang & Yu, 2015) . Consumers make important decisions in this stage such as the retailer they wish to purchase from, the timing of the purchase, and other terms and conditions pertaining to the purchase which specific product or service to buy. OSNs act as a source of information allowing consumers to decide what, where and when to buy (Yadav et al., 2013 
 Social Commerce and PostPurchase Behavior
Consumers take further actions after the purchase in post-purchase behavior, mainly based on their level of satisfaction (Kotler & Armstrong, 2016) . Consumers' level of satisfaction will be determined by the gap between consumer expectation and perceived product or service performance. The consumer will be more satisfied when the gap is minimal. Consumer satisfaction is the key to build profitable relationships (Kotler & Armstrong, 2016) . Satisfied consumers do repeat purchases, talk favorably about the products and services with others, pay less attention to the competitors' brands and promotions, and consequently establish brand loyalty. Moreover, satisfied consumers tend to purchase other products and services offered by the same company. An unsatisfied consumer responds differently where bad word of mouth travels farther and fast than the good word of mouth tarnishing the consumer attitudes towards the products and services. Social interactions that are happening in OSNs are more often and stronger than traditional interactions. Therefore, post-purchase activities can be likely to happen in OSNs. In fact, OSNs act as a platform for sharing consumption experience and satisfaction. 
III. Conceptual Framework
This study adopts the definition given by Yadav et al., (2013) for social commerce as it covers all the stages in the consumer decision making process including the purchasing behavior. In fact, it has broaden the scope of social commerce enabling to comprehensively assess the marketing potential of organizations with respect to the influence of social support. Hence, this research paper develops a model (see; Figure 01 ) to address the impact of social commerce on consumer decision making process stages from a social support perspective. 
IV. Conclusion
As discussed at the outset, due to the novelty of phenomenon, there are inadequate theoretical models and empirical evidences in the field of consumer behavior in social commerce, which this model development paper intended to address. Understanding the role of social commerce in consumer behavior improves marketing initiatives as well as gives a better insight about consumers. Moreover, such understanding has a direct implication on the overall performance of the business. Besides, it is paramount for organizations to manage online social platforms effectively as they have significant impact on consumer decisions. It is also important to determine how social commerce driven by social support influences the different stages of the consumer decision making process. Constructive impact of the SCCs on the consumer decision making process stages will enable the brands to be thriving in the market; similarly adverse impact of SCCs on any stage of the consumer decision making process should be treated as destructive. Moreover, such adverse influence is expected to amplify overtime in online social communities embedded with trust in eWOM, and it certainly has a harmful impact on other stages as well. Consequently, potential consumers will be loosen from the seller's hands and existing consumers will shift over to the competitors in no time.
